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The Impact of Personality Traits on Panic Buying Behavior
Andrew S. Larsen, Genevieve L. McAlexander & Kinsey D. Pomeroy
Longwood University
Background
• We are interested in panic buying behavior during a pandemic within an
undergraduate population. This is important because previous research has
studied the relationship between buying behavior and natural disasters;
however, there is a small amount of literature on COVID-19 because this is a
new and rising topic that is changing day by day.

Table 1.
Correlation Matrix for Personality Traits and Panic Buying

Materials
Participants indicated their responses to the Modified Personality
Questionnaire and the Panic Buying Scale
• Answers were rated on a 1 (strongly agree) to 7 (strongly disagree)

• People who are higher in extraversion show higher levels of excitement and
arousal, so it is not unlikely that people who score higher are associated with
increased levels of panic buying (Fenton & Furnham, 2019).
• Past literature also showed that neuroticism is associated with increased levels
of panic buying behavior (Olsen, S. O., Tudoran, A. A., Honkanen, P., &
Verplanken, B., 2016).
• Thompson and Pendergrast (2015) found that certain traits did have a significant
impact on impulse buying. They noted that impulse buying was accounted for by
the Five-Factor Model.

Hypotheses
• We believe that participants who score higher on certain personality traits will
also predict higher levels of panic buying behavior.
• We think participants who score higher on the Extraversion, Conscientiousness,
and Neuroticism questionnaire will also score higher on the Panic Buying Scale,
predicting higher levels of the behavior.

Figure 1. Modified Personality
Questionnaire

Method
Participants

Figure 3. Association Between Neuroticism and
Panic Buying

• A sample of young adults from Longwood University undergraduate
pool: (82 total, 16 male [19.5%], 66 female [80.5%])
• Participants were sampled from Sona Systems, an online research pool.
• Mean age of participants was (M = 19.7, SD = 2.49). Ages ranged from
17-38.
• Race included 9 African American or Black participants (11.0%), 67
White or Caucasian (81.7%) and 6 Hispanic/Latino/a (7.3%)
• Class rank included 24 Freshman (29.3%), 26 Sophomores (31.7%), 15
Juniors (18.3%), and 17 Seniors (20.7%)

Procedure
• Participants signed up for our study via Sona Systems
• Participants then proceeded to the study and completed the 31question survey consisting of 24 modified personality trait questions
and 7 questions assessing panic buying
• Participants then completed a demographic questionnaire

Discussion

Figure 2. Panic Buying Scale (Lins & Aquino, 2020).

Results

• Neuroticism was a significant finding because neuroticism
is associated with characteristics that include negative
affect, reactivity to stress, and lack of the ability to control
urges (Olsen et al., 2016).
• Conscientiousness and extraversion were also not
significant with panic buying behaviors.

• A Pearson r was used to examine the relationship
between personality traits and the impact on
panic buying behavior (See Table 1).

• Limitations included age of sample and wording of
demographic questions.

• Extraversion and Conscientiousness were not
significant indicators of higher levels of panic
buying.

• Future directions include looking at all 5 personality traits
as well as different panic buying scenarios (holiday
shopping).

• Neuroticism was shown to be a significant
predictor in higher levels of panic buying (See
Figure 3).
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